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Abstract 
Islamic financial industry should improve its service quality since it is a crucial success factor affecting the competitiveness of an 
organization. Therefore, it is the main objective of this study to evaluate the level of satisfaction of Jordanian Small and Medium 
Sized Enterprises (SMEs) toward the quality of services offered by Jordanian Islamic banks, by applying different dimensions 
and criteria mentioned in the CARTER model. This study was conducted using questionnaires which were distributed to the 
SMEs. One Sample t - Test was then used to test the hypotheses of the study. The main results of the study revealed that Islamic 
Banks are doing well in satisfying its SMEs’ customers in six dimensions of the model, namely Compliance, Assurance, 
Reliability, Tangibility, Empathy, and Responsiveness. However, in general Jordanian SME respondents considered all 
dimensions in the CARTER model as satisfactory; those dimensions which were particularly clearly judged by the respondents as 
being most satisfactory are Assurance, Compliance, and Empathy, while those rated as least satisfactory are the dimensions of 
Reliability, Responsiveness, and Tangibility 
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1.  Introduction 
Islamic finance is emerging as a rapidly growing part of the financial sector in the Islamic world. Islamic finance 
is not restricted to Islamic countries, but is spreading wherever there is a sizable Muslim community. Although 
Islamic banks’ principal activities are based on Islamic Law (Shariah), their banking businesses are no different from 
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other banks or financial institutions. A number of financing instruments and services have been introduced by 
Muslim scholars in order to achieve these objectives. While religious conviction is a logical key determinant of the 
use of Islamic financial services, it is often not the only concern with most consumers also identifying different 
criteria as being of relevance in determining their patronage of particular Islamic banks, in which Service Quality is 
a big influence on customer satisfaction. The dimensions which are very supportive of the formation of service 
quality for sharia-based service businesses are compliance, followed by assurance, empathy, reliability, 
responsiveness and tangibility. Customer satisfaction is critically important for banks to stay competitive as the 
customer is the ultimate source of income for any organization. In order for Islamic banks to compete successfully 
with conventional banks and new market entrants, Islamic banks must give extremely high consideration to their 
primary customers. This paper attempted to evaluate the degree of satisfaction of Jordanian Small and Medium Sized 
Enterprises (SMEs) on the service quality provided by Jordanian Islamic Banks, by applying the CARTER model, 
since the previous research findings proved the validity of this model for evaluating quality of services in Islamic 
banks. Amongst them are Othman and Owen (2001a), Othman and Owen (2001b), Ismah et al. (2009), and 
Ramdhani et al.  (2011). 
2. Problem statement 
Service quality has been viewed as a significant issue in the banking industry. Since financial services are 
generally undifferentiated products, it becomes imperative for banks to strive for improved service quality if they 
want to distinguish themselves from the competition. For this reason the management of Islamic banks must be 
sensitive to their customers’ satisfaction when offering their services. Thus, further comprehensive studies are 
needed to evaluate the degree of customer satisfaction on the quality of services offered by Islamic banks, with the 
aim of creating conducive environment and competitive advantage for Jordanian Islamic banks. 
Therefore, the main objective of this study is to evaluate the level of satisfaction of SMEs towards quality of 
services offered by Jordanian Islamic banks, by applying different dimensions and criteria mentioned in the 
CARTER model. As such, this study is a replication of an earlier study by Othman and Owen (2001a). 
The hypotheses of this study are as follows: 
x There is no satisfaction of (SMEs), toward compliance (C) of Jordanian Islamic banks. 
x There is no satisfaction of (SMEs), toward assurance (A) of Jordanian Islamic banks. 
x There is no satisfaction of (SMEs), toward reliability (R) of Jordanian Islamic banks. 
x There is no satisfaction of (SMEs), toward tangibility (T) of Jordanian Islamic banks. 
x There is no satisfaction of (SMEs), toward empathy (E) of Jordanian Islamic banks. 
x There is no satisfaction of (SMEs), toward responsiveness (R) of Jordanian Islamic. 
3. Literature review 
Islamic banks can no longer be regarded as business organizations established to fulfill religious obligations, but 
as business entities competing side by side with the conventional banks in attracting customers and retaining them. 
Parasuraman et al. (1988) recast the 10 determinants of service quality which have been consistently ranked by 
customers to be the most important for service quality. The findings served as the foundation for these authors to 
develop an instrument to measure customers’ perceptions of service quality called SERVQUAL in 1988, which was 
later refined in 1991, in which the determinants were further categorized into five principal dimensions: tangibility, 
reliability, responsiveness, assurance and empathy. Following their work, other researchers have adopted this model 
for measuring service quality in various service industries. Amongst them are Blanchard (1994), Donnelly et al. 
(1995), Angur (1999), Lassar and Winsor (2000), Brysland and Curry (2001),Wisniewski (2001), and Kang et al. 
(2002), Application of this model to measure the quality of services in the banking industry was conducted by 
Newman (2001).  
According to Othman and Owen (2001a), SERVQUAL has proven to be the most popular instrument for 
measuring service quality because it affords technology techniques for measuring and managing service quality. 
However, since the Islamic banking industry operates under different principles and cultures as compared to other 
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service industries, they argued that an additional dimension should be added to the SERVQUAL method, in addition 
to the existing five dimensions. They suggested incorporating an extra dimension which is “Compliance with Islamic 
Law” (Sharia).  Taking this dimension into consideration when adopting service quality, Othman and Owen (2001a) 
developed an instrument called the CARTER model, which is based on 36 items. This is the first approach to add 
and mix customers’ religious beliefs and cultural values with other quality dimensions.  
In a study conducted on Kuwait Finance House (KFH), Othman and Owen (2001b) applied this model to measure 
the importance of service quality in the Islamic banking industry. They found a positive link between quality, 
satisfaction and service encounter. The finding proved the validity of this model for measuring quality of services in 
Islamic banks. Furthermore, all of CARTER’s six dimensions were rated highly by KFH customers. 
Okumus (2005) in Turkey studied the primary reason for the use of Islamic banking products; most respondents 
agreed that religion was the primary reason for the use of Islamic banking products. A secondary motivation was 
interest-free principle. They discovered that most customers were aware of basic Islamic products and services, but 
were not knowledgeable about the more advanced Islamic financial techniques. More than 90 percent of their 
respondents were satisfied with the services and products offered by Islamic banks.  
In another study which was conducted in Malaysia, on 52 different branches of Islamic banks in Malaysia, 
Dusuki and Abdullah (2007) found that customer satisfaction normally depends on the quality of services provided 
by Islamic banks. According to Dusuki and Abdullah (2007), the quality of services include factors such as treating 
customers politely and with respect, staff ability to uphold trust and confidence, effectiveness and efficiency in 
handling transactions, and competency of staff in handling customers’ banking needs. Rasywal (2009) who studied 
customer service quality in relation with overall satisfaction in bank Umum, found a significant difference 
simultaneously from all six dimensions of service quality in terms of overall satisfaction.  
Khattak and Rehman (2010) carried out a study on customer satisfaction and awareness of Islamic banking 
system in Pakistan. They investigated the relationship between different demographic variables and the satisfaction 
and awareness of customers. The study found that most of the customers adopt Islamic banking because of religious 
reasons, but there are other factors that motivate customers to patronize the Islamic banking system such as 
efficiency, confidentiality, business hours, etc. In addition, the study also found that income level has significant 
relationship with most of the customer satisfaction variables. 
Nupur (2010) carried out an analysis on e-banking and customer satisfaction in Bangladesh. The study tested five 
quality service variables namely, reliability, responsiveness, assurance, empathy, and tangibility based on 
SERVQUAL model in e-banking to explore the relationship between service quality and customer satisfaction. 
Nupur found that the five service quality variables are the core service quality dimensions for customer satisfaction 
in e-banking. In addition, the study also found that reliability, responsiveness, and assurance have more contribution 
to satisfy the customers of e-banking in Bangladesh. Ramadhani et al. (2011) studied the effect of service quality 
toward customer satisfaction of Islamic banking business service in Indonesia; the results showed that Service 
Quality is a big influence on customer satisfaction. The dimensions were found to be very supportive of the 
formation of service quality compliance with Islamic law (sharia). 
Based on the literature review, the researcher decided to rely on CARTER’s six dimensions which were then 
conceptualized as the proposed framework for measuring quality of services in Islamic banks. The definition of the 
six dimensions and their items are shown in the following page within Table 1. 
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Dimension & Concept Indicators 
Compliance 
Ability to meet Islamic principles and operating 
practice of the principles of Islamic banking 
and economics. 
 
• Operates in accordance with Islamic (Sharia) principles 
• No interest neither paid nor taken on savings and loans. 
• Provide sufficient Islamic modes. 
• To deal with products that is accepted by Islamic Law. 
• Opportunity to get free interest loans. 
• Profit sharing investments. 
Assurance 
Knowledge and ability to provide trust and 
confidence to customers. Including verbal and 
written communications between the bank staff 
with customers. 
• The level of product knowledge of employees. 
• Friendliness of Bank Personal. 
• Financial counseling provided interior comfort in bank. 
• Knowledgeable and experienced management team. 
Reliability 
The ability to provide the promised services 
accurately. 
 
• Convenience (short time for service anywhere) 
• The degree of fulfillment of the promised services. 
• A wide range of services provided security transaction. 
• Accuracy of recording a print out of transactions. 
• Many counters open at peak hours. 
Tangible 
Appearance of physical facilities, equipment, 
personnel, and means of communication. 
 
 
• Bank location 
• Islamic bank building & Room. 
• Employees’ looks of Islamic banks. 
• Design of layout seating queue. 
• Bank has a wide and easy access networks. 
• Available parking space nearby. 
• The number of Branches available. 
Empathy 
Personal attention provided by Islamic banks to 
their customers and their interests. 
 
 
• Attention to customers. 
• The ability to listen to customer complaints. 
• Employees' ability to understand customer desires. 
• Confidentiality Bank confidence in Bank's management. 
• Better profit compared with the interest in traditional Bank. 
• Lower service charge. 
• Availability of credit on favorable terms. 
Responsiveness 
Willingness to help and provide good service to 
customers. 
• Waiting time for customers to obtain bank services. 
• Willingness of employees in helping customers. 
• Speed in dealing with problems. 
• Knowledgeable about your business. 
• Able to fulfill individual personal needs. 
• Courteous counter services. 
• Fast and efficient counter services. 
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4. Research methodology 
The CARTER model used in this study is a replication of an earlier study by Othman and Owen (2001a), utilized 
to evaluate the Jordanian SMEs’ level of satisfaction toward service quality of the Islamic banks. Questionnaire was 
chosen as the method by which the survey was to be conducted. 
4.1. Sample of the study 
This study was conducted by distributing questionnaires to Jordanian SMEs’ dealing with various Jordanian 
Islamic banks. The respondents were targeted and selected based on to the interviews with the Islamic bank 
managers as this would allow the researcher to determine the SME customers dealing with these banks. The sample 
was selected using the simple random sampling approach with a sample size of 60 SMEs, comprising of 250 
respondents from these identified SMEs. The primary respondents from these SMEs were financial managers and 
accountants who have good educational level background. 
4.2.  Instrumentation 
The data of this study were obtained through a survey, in which of a total of 250 questionnaires were distributed 
to 60 Jordanian SMEs dealing with Islamic banks in Jordan. The questionnaire is divided into two sections. The first 
section includes the demographic information of the respondent (age, gender, occupation, educational level, and 
expertise). In the second section, 36 items of the six dimensions in the CARTER model were included, where 
respondents were asked to indicate the level of satisfaction toward these 36 items on a five-point Likert-scale, 
ranging from (1 – not satisfied), (2 – somewhat not satisfied), (3 – averagely satisfied), (4 –somewhat satisfied) and 
(5 – very satisfied).  
4.3. Procedure 
The questionnaires were completed by the financial managers and accountants of the Jordanian SMEs dealing 
with Jordanian Islamic banks. The Jordanian Islamic banks involved in the study are Jordan Islamic Bank, Islamic 
International Arab Bank, and Jordan Dubai Islamic Bank. The questionnaires were distributed to 250 respondents at 
60 different Jordanian SMEs for a period of three months (May 2014 to July 2014). The questionnaires were 
distributed with the help of enumerators. A total of 250 questionnaires were distributed; however, only 215 were fit 
for analysis. 
4.4. Statistical method 
The responses obtained from the survey were tested for internal consistency and reliability using Cronbach alpha 
tests. In order to measure the level of satisfaction toward service quality in the Islamic banking, the study tested the 
hypotheses using One  Sample t- Test, by comparing the test value calculated with the Arithmetic Mean for the 
study sample value for all of the 36 items listed in the CARTER model and each of the six dimensions in the model. 
As the scale of the Questionnaire was graded using the five point Likert scale starting from 1 to 5, the test value of 
the comparison is 3 ((5+4+3+2+1)/5)). Hence,  if the level of significance is less than or equal to (0.05) at 95% 
confidence level, there are statistically significant differences from the test value (3) and the Arithmetic Mean for 
the study sample value for each item and dimension listed in the CARTER model. However, if the level of 
significance is greater than (0.05), then there is statistically no significant differences from the test value (3) and the 
Arithmetic Mean for the study sample value for each item and dimension listed in the CARTER model. 
Consequently, the researcher would accept the alternative hypothesis if the significance level is equal to or less than 
(0.05) in each dimension of the CARTER model, and accept the null hypothesis if the significance level is greater 
than (0.05) in each dimension of the CARTER model. 
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5. Research findings and recommendations 
The CARTER model used in this study is a replication of an earlier study by Othman and Owen (2001a), utilized 
to evaluate the Jordanian SMEs’ level of satisfaction toward service quality of the Islamic banks. Questionnaire was 
chosen as the method by which the survey was to be conducted. 
In order to fulfill the main objective of this study which is to evaluate the Jordanian SMEs’ level of satisfaction 
toward service quality of the Islamic banks on offering customer services, the data were analyzed and the Coefficient 
alpha, as suggested by Peter (1979), was calculated to measure the reliability of the survey. The alpha values in this 
study showed high reliability for the whole model (0.88) and each of the CARTER’s six dimensions: Compliance 
(0.82), Assurance (0.79), Reliability (0.74), Tangibility (0.81), Empathy (0.84) and Responsiveness (0.83). These 
findings prove that the CARTER model is a valid instrument to evaluate the level of satisfaction toward service 
quality in the Islamic banks.  
The survey results conducted on the SME customers on the satisfaction of the proposed quality items in the model 
based on the CARTER six dimensions presented in Table 2 showed the following results: 
x Respondents reported being satisfied in all dimensions. However, the particularly clearly judged dimensions in 
which the respondents reported as being most satisfied are Assurance, Compliance, and Empathy with arithmetic 
means of (4.05), (3.90), (3.77) respectively. Reliability, Responsiveness, and Tangibility were the dimensions 
achieving low satisfaction with arithmetic means of (3.33), (3.47), and (3.56) respectively. 
x Amongst the three dimensions deemed highly satisfied by the respondents i.e. Assurance, Compliance, and 
Empathy, the items given the highest means related with these dimensions were “Knowledgeable and 
experienced management team”,” No interest neither paid nor taken on savings and loans” “and “The ability to 
listen to customer complaints” respectively, achieving about 86%, 96%, and 83% of satisfaction correspondingly. 
Meanwhile, the items which achieved low satisfaction means in relation  to these dimensions were “Financial 
counseling provided interior comfort in bank”, “Opportunity to get free interest loans”, and “Better profit 
compared with the interest in traditional Bank” with about 75%, 56%, and 63% satisfaction respectively. 
x Amongst the three dimensions deemed to be of low satisfaction i.e. Reliability, Responsiveness, and Tangibility, 
the items that were given the highest means in relation to these dimensions were “Accuracy of recording a print 
out of transactions”,  “Willingness of employees in helping customers “and “Islamic bank building & Room” 
respectively, attaining about 78%, 82%, and 90% satisfaction correspondingly. In contrast, the items that were 
given low satisfaction means in relation to these dimensions were “Convenience of short time for service 
anywhere”, “Waiting time for customers to obtain bank services” and “Available parking space nearby”, with 
about 75%, 56%, and 63% of satisfied percentage respectively. 
x When judging all 36 items listed in the model, the items which have arithmetic means lower than test value of the 
Likert scale with significance level of (5%), are “Waiting time for customers to obtain bank services” at about 
(2.43) of the Responsiveness dimension, and “Opportunity to get free interest loans” at about (2.70) of the 
Compliance dimension, and “Convenience of short time for service anywhere” and “Many counters are open at 
peak hours”, at about (2.61) and (2.74) respectively of the Reliability dimension, and finally “Available parking 
space nearby” at about (2.76) of the Tangibility dimension. This means that the SME customers considered these 
as a significant problem in relation to the level of satisfaction toward all of the items and the Islamic banks must 
improve the quality of process when provide these services. 
x The results of the arithmetic means and significance level of each six dimensions as presented in Table 2 show 
that the significance level for each dimension was less than (0.05) which means all the alternative hypotheses 
related to this study are accepted. Hence, Islamic banks are doing well in satisfying its SMEs’ customers in the 
six dimensions of the model, namely Compliance, Assurance, Reliability, Tangibility, Empathy, and 
Responsiveness. 
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The main recommendations are: 
x Jordanian Islamic Banks should build culture of quality by adapting a quality system in its managerial and 
operational sides since it is a crucial success factor affecting the competitiveness of an organization. 
x Islamic banks need to make tremendous improvement in providing suitable and adequate parking space for their 
customers. Furthermore, another important issue which requires improvement is that Islamic banks need to 
improve their ability to provide their service in terms of convenience and short waiting time for customers so that 
they may obtain bank services through fast and efficient counter services. 
x Therefore, it is proposed that Islamic Banks should begin to consider the indicators that make up the CARTER 
dimension and then make it happen, such as enhancing the speed of transaction or the speed of transactions 
between customers and employees. Its realization can be carried out by increasing the number of employees 
working flexibly so that if additional number of customers come at a certain time of the month, more staff can be 
stationed to provide services to these customers ensuring smooth and efficient operation and reducing waiting 
time for the customers. This can definitely help maintain the level of customer satisfaction with the services 
provided. 
x  Additionally, since more Islamic banks have been established recently, further comprehensive studies are needed 
to examine the level of customer satisfaction toward Islamic banks vis-à-vis the conventional banks. 
Furthermore, as most studies conducted on Islamic finance is in a single national context, international 
comparisons are greatly required. 
Table 2: Survey result 
Compliance Dimension Item rank Mean Percent.( mean/5) Significance 
Runs in Islamic principles 2 4.50 0.90 0.00 
No interest neither paid nor taken on savings and loans. 1 4.82 0.96 0.00 
Provide sufficient Islamic modes. 5 3.65 0.73 0.00 
To deal with products that is accepted by Islamic Law. 3 3.91 0.78 0.00 
Opportunity to get free interest loans. 6 2.70 0.54 0.04 
Profit sharing investments. 4 3.80 0.76 0.00 
Total  Dimension  3.90 0.78 0.00 
Assurance Dimension      
The level of product knowledge of employees. 2 4.10 0.82 0.00 
Friendliness of Bank Personal. 3 4.01 0.80 0.00 
Financial counseling provided interior comfort in bank. 4 3.76 0.75 0.00 
Knowledgeable and experienced management team. 1 4.31 0.86 0.00 
Total  Dimension  4.05 0.81 0.00 
Reliability Dimension      
Convenience short time for service anywhere. 5 2.61 0.52 0.00 
The degree of fulfillment of the promised services. 3 3.62 0.72 0.00 
A wide range of services provided security transaction. 2 3.75 0.75 0.00 
Accuracy of recording a print out of transactions. 1 3.94 0.79 0.00 
Many counters open at peak hours. 4 2.74 0.55 0.03 
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Table 3: Survey result (Cont.) 
Compliance Dimension Item rank Mean Percent.( mean/5) Significance 
Tangible Dimension      
Bank location 3 3.73 0.75 0.00 
Islamic bank building & Room. 1 4.51 0.90 0.00 
Employees’ looks of Islamic banks. 2 3.82 0.76 0.00 
Design of layout seating queue. 4 3.67 0.73 0.00 
Bank has a wide and easy access networks. 5 3.30 0.66 0.00 
Available parking space nearby. 7 2.76 0.55 0.03 
The number of Branches available 6 3.16 0.63 0.26 
Total  Dimension  3.56 0.71 0.00 
Empathy Dimension     
Attention to customers. 2 4.12 0.82 0.00 
The ability to listen to customer complaints. 1 4.17 0.83 0.00 
Employees' ability to understand customer desires. 4 4.01 0.80 0.00 
Confidentiality Bank confidence in Bank's management. 3 4.06 0.81 0.00 
Better profit compared with the interest in traditional Bank. 7 3.14 0.63 0.18 
Lower service charge. 6 3.22 0.64 0.09 
Availability of credit on favorable terms. 5 3.64 0.73 0.00 
Total  Dimension  3.77 0.75 0.00 
Responsiveness Dimension     
Waiting time for customers to obtain bank services. 7 2.43 0.49 0.00 
Willingness of employees in helping customers. 1 4.09 0.82 0.00 
Speed in dealing with problems. 5 3.14 0.63 0.15 
Knowledgeable about your business. 2 4.01 0.80 0.00 
Able to fulfill individual personal needs. 3 3.96 0.79 0.00 
Courteous counter services. 4 3.74 0.75 0.00 
Fast and efficient counter services. 6 2.90 0.58 0.18 
Total  Dimension  3.47 0.69 0.00 
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